Abstract. This paper deals with the determinants of agents' acquisition of information. Our econometric evidence shows that the general index of Italian shareprices and the series of Italy's financial newspaper sales are cointegrated, and the former series Granger-causes the latter, thereby giving support to the cognitive dissonance hypothesis: (non-professional) agents tend to buy the newspaper when share prices are high and not to buy it when share prices are low. Instead, we do not find support for the hypothesis that the agents acquire information in order to trade in the stock market: we find no relationship between quantities exchanged in the market and newspaper sales, nor between stock market volatility and newspaper sales.
INTRODUCTION
In 'standard' economic theory, an agent will normally be better off by having more information, if the latter was free. This is because utility depends on outcomes, and information (if it has any relevance) should help an agent take better decisions, in turn improving outcomes. In recent years, however, a growing literature has integrated psychology into economics, suggesting various reasons why agents might want not to acquire available information. Different ways to model this phenomenon have been proposed, including strategic behavior by agents, as well as the incorporation of beliefs in the utility function of individuals (see below for references).
To investigate empirically whether information acquisition is driven by psychological considerations, we look at the relationship between nonprofessional investors' acquisition of information about financial markets F in the particular form of their purchase of Italy's main financial newspaper, Il Sole 24Ore F and data on the evolution of the Italian stock exchange market.
Our hypothesis is that this relationship is consistent with the theory of cognitive dissonance (Festinger, 1957) , very influential in social psychology, and supported by a number of anecdotal and experimental findings, in very different domains and contexts. This theory postulates that two cognitions (or elements of knowledge) are dissonant if the opposite of one cognition follows from the other. Dissonance makes an agent uncomfortable, and in order to reduce it the agent may either avoid any information likely to create dissonance or process the available information so as to reduce it. In our context, an agent who learns that the price of the shares she holds decreases will experience dissonance: the cognition that a share is 'doing badly' is dissonant with the cognition that she holds that share in her portfolio. In order to reduce dissonance the agent can keep her behavior unchanged (i.e., continue to hold the share) while eliminating the dissonant knowledge by ignoring information about the share price. Therefore, at an aggregate level this theory suggests that agents acquire information when the share-price index increases (i.e., they buy the financial newspaper when they expect to see that the particular shares they hold are doing well), but prefer to ignore information when the share-price index decreases (i.e., they do not buy the newspaper when they expect to learn from it that their shares are not doing well). We assume that expectations are correct on average, as the agent is exposed to some rumor about the general price level, but it is only after buying a newspaper that she will have precise information on her shares. Another way to formalize this idea is that, if share prices are correlated over time (as it is argued by the financial literature on 'mean reversion', see for instance Fama and French, 1988) , then the agent may buy the newspaper for one or more days, but after having observed a drop in the asset prices would not buy it any longer for some time after, since she expects it would still report low prices.
Another way in which dissonance may be reduced if negative news on the share-price index appear, could be to sell the shares. However, this remedy to dissonance is certainly more costly (selling shares would entail a transaction cost, plus the agent should take another decision on how to invest the money realized from the sale) than simply ignoring information. Furthermore, this behavior would also contrast with prospect theory: people tend to hold on their shares when they are doing badly. This behavior is a well-documented empirical regularity (see, e.g., Odean, 1998) . Therefore we will explore the relation between the stock market performance and financial newspaper sales in the following.
By using cointegration techniques, we find that our data (monthly observations from 1978 to 2003) lend support to the cognitive dissonance hypothesis. The share-price series and the series of the financial newspaper sales are cointegrated (i.e., they move together), and the former causes (in the sense of Granger, 1969 ) the latter. Moreover, the relation is a positive one, that is, an increase in share prices stimulates sales of the financial newspaper.
We also analyze whether more 'standard' hypotheses about information acquisition are consistent with the data. For instance, agents may buy newspapers to acquire information about the stock market, in order to improve their trading in the market, or re-optimize their portfolio (the newspaper may report detailed information about share prices, useful to better calculate own portfolio allocation). According to this view, one should expect to find that the financial newspaper sales increase with the volumes traded in the market.
Another prediction of the rational model is that the proportion of informed individuals increases with price noise (see, e.g., Grossman and Stiglitz, 1980) . This is due to the fact that the higher the level of noise, the less informative the price system is, and therefore the more valuable information is to traders.
However, we find that the volumes traded in the stock exchange are not cointegrated with the financial newspaper sales, nor is there any evidence of a causal relation between stock market volatility and newspaper sales. Therefore our analysis does not lend support to these two particular 'rational' explanations of information acquisition in financial markets.
We also perform a series of robustness checks (see Section 3 for a discussion). First, we find no evidence of the existence of reverse causality relations between the variables. Further, we try to rule out some confounding factors that could possibly drive the relationship between the stock market index and the financial newspaper sales. In particular, it may be that when the stock market performs well, people increase their consumption of any type of newspaper. We perform a cointegration analysis between the stock price index and the sales of sports newspapers (which are probably the class of newspapers most distant from the financial ones). We find no evidence of cointegration between these variables, which suggests that, unlike the consumption of financial papers, the consumption of sports papers does not track stock market performance. Finally, we show results of a causality analysis between the Italian industrial production (used as a proxy for economic activity) and Il Sole 24Ore sales. The two series are not cointegrated nor is there a trace of a causal relation between them.
In order to provide additional evidence on the effect of interest, we replicated our analysis using data from the UK (see Section 4). Our results show that there is evidence of a cointegration relation between the UK stock market index and the Financial Times circulation, and that the former Granger-causes the latter. The advantages of using Italian data are two-fold. First, data for newspaper sales are available on a longer sample period (in the UK data there are several missing observations before 1985, therefore we only use the sample period without missing data). Second, the slower diffusion of the internet in Italy with respect to other countries allows us to consider credibly the financial newspaper as the main source of information on financial markets during most of our sample period.
Our paper is related to the recent and fertile literature on economics and psychology. More particularly, a number of distinct models have been developed which are able to explain biases in the acquisition of information (see Harmon-Jones and Mills, 1999 , for a review of the social psychology literature and Akerlof and Dickens (1982) for the first formalization of cognitive dissonance within an economic model). Among the more recent contributions, Rabin and Schrag (1999) explain the existence of distortions in agents' information through cognitive mistakes, and Carrillo and Mariotti (2000) explain 'anomalous' attitudes to information through strategic decisions of agents, who choose to be ignorant in order to discipline their future behavior.
Yet another approach explains cognitive dissonance by assuming that the agent's beliefs enter directly her expected-utility function. This approach has been pioneered by Akerlof and Dickens (1982) and recent contributions include Eliaz and Spiegler (2006) , Köszegi (2006) and Yariv (2005) . In this approach, information can be used by agents to improve their decisions, but it can also affect their beliefs. An agent who maximizes a standard expectedutility function would not refuse to have free information because this would allow her to take 'better' decisions, but an agent whose beliefs enter her expected-utility function may decide to ignore information (or to re-interpret it) so as to preserve her beliefs. 'Anomalous' behavior with respect to information follows from the type of beliefs held by the agent. For instance, if the agent has a preference for consistent beliefs, her utility increases when her beliefs are confirmed, and decreases when they are invalidated: the agent may want to acquire actively information of the former type, and to ignore (or manipulate) information that leads to the latter situation. Or, if the agent's utility increases with the belief that the agent holds about herself, the agent may want to ignore any information that would lead her to revise downwards the judgement of her abilities.
Although we do not venture into a theoretical model of our findings, we speculate that the latter approach might naturally lead to agents' behavior consistent with our empirical findings. Suppose that an agent's expected utility includes not only the performance of the assets she holds, but also her beliefs on her abilities as an investor. Then, our agent should be eager to acquire positive news about the performance of her assets and would instead prefer not to see the negative news. In other words, she would buy the financial newspaper in times of high share prices and not buy it in times of low share prices.
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In this stream of the literature, Karlsson et al. (2009) present a model of belief manipulation. When facing a changing environment, agents choose between two psychological states: they can be either attentive and actively seek information, or inattentive and avoid information. The authors find that for some parameter values their model gives rise to what they term the 'ostrich effect' (and we call cognitive dissonance): in 'bad times', individuals choose to be inattentive (and put their heads in the sand like ostriches), while in 'good times' they choose to be attentive.
What makes their paper similar to ours is that they also investigate this question empirically by looking at share prices data. They find evidence that the aggregate number of daily logins to investors' online accounts is positively related to the stock exchange prices, implying that investors are more likely to check the value of their portfolio when the market is up. This finding therefore provides additional evidence in favor of the 'cognitive dissonance' hypothesis on a different dataset and with a different methodology than ours.
There are two main differences between Karlsson et al. (2009) and the present paper. First, and more importantly, we do not limit ourselves to investigating whether the data support the 'cognitive dissonance' (or 'ostrich behavior') hypothesis, but we also investigate competing hypotheses, according to which information is acquired in order to improve decisionmaking. Second, we make use of different econometric methods. They have daily data for a relatively short period of time, and they limit themselves to simply regress the aggregate number of daily logins on the relevant share price indices; instead, we have monthly (instead of daily) observations but much longer (26 years) series of data, and we use more sophisticated econometric techniques which also allow us to investigate the (Granger-) causality link between the variables at issue.
Another strand of empirical literature analyzes the relationship between information and the financial market from a different perspective. For instance, Funke and Matsuda (2006) look at the impact of macroeconomic news on share prices comparing Germany and the United States, whereas Andersson et al. (2009) look at the response of German bonds to ECB news releases.
The remainder of the paper is as follows. Section 2 describes the data; Section 3 presents our econometric methodology and results, and carries out a series of robustness checks; Section 4 considers UK data and Section 5 concludes. order of capitalization, disregarding in this way the small companies. We also consider a series of total monthly trading volumes corresponding to the Datastream stock price index. This series is only available from 1986.
DISCUSSION OF THE DATA
As to the sources of information on the financial market, we use data on the sales of Il Sole 24Ore, which is by far the largest financial (daily) newspaper. The source of these data is the ADS (Accertamenti Diffusione Stampa) dataset, which is publicly available (on paper) since 1976. ADS collects and certifies the publishers' declarations on the number of copies sold and printed and on the number of subscriptions. The Italian market for financial newspapers is essentially composed of three titles: Il Sole 24Ore, Italia Oggi and MF. However, Italia Oggi and MF have a much lower circulation compared with Il Sole 24Ore, which has historically always been the Italian financial newspaper and accounts for over 90% of this market. Therefore we only consider the sales of Il Sole 24Ore for the purpose of our analysis. In particular, consistently with the stock market data, we use monthly average sales from 1978 to 2003. Note that we use sales instead of total circulation because the latter includes also subscriptions. We do not want to consider subscriptions to avoid capturing the behavior of professional investors, who typically get access to Il Sole 24Ore through annual subscriptions. (In Italy, subscriptions account for a very small part of newspapers sales.)
It could reasonably be argued that a financial newspaper is not the only way to acquire information on the stock market. Other financial publications, national newspapers, and internet services could to some extent be substitute channels of information acquisition with respect to Il Sole 24Ore. However, there are good reasons to think that these alternative information sources are not crucial for the purposes of our analysis. First, national newspapers of general information do not seem to be close substitutes for Il Sole 24Ore, because of their lower coverage and level of in-depth analyses on financial information.
With the advent of the internet, online news has become an alternative channel to written publications. However, since our data go back to 1978, the internet either did not even exist or was not widespread for most of the period under consideration. The development of internet access is a relatively recent phenomenon in Italy, and internet usage was fairly limited even until 2000. The percentage of internet users within the total population was around 1% in 1997, and started to increase sharply only after 2000, when it reached 22% of the population (source: Computer Industry Almanac). We also performed the econometric analysis on a restricted sample where we deleted the last three years of observations, in order to eliminate the period in which the internet started to be an alternative source of financial information.
Another source of information on financial markets is provided by private agencies (e.g., Reuters or Bloomberg), which charge a subscription fee for their service. Therefore they are generally targeted to professional investors who need to have constant and detailed information about instantaneous variations in the stock prices. The target readership of a financial newspaper like Il Sole 24Ore is instead mainly composed of individual investors who want to find more detailed information about the financial assets they hold, obtain relevant news, and read experts' analyses. Since individual, non-professional investors are more likely to exhibit a 'cognitive dissonant' behavior, we focus therefore on Il Sole 24Ore, which is probably the main source of information for this type of investors (and F as said above F we do not consider subscriptions, to focus on non-professional investors' decisions).
In order to get a first glance at the data, in Figure 1 we plot the series of sales of Il Sole 24Ore against the series of the Datastream index. In order to interpret the increasing trend of the stock market index, it should be taken into account that the Italian stock exchange has grown considerably in the 1980s and even more in the 1990s. Mutual funds were introduced in 1983, but it is only from the second half of the 1980s that they started to become a widely held financial instrument. Household participation in equity markets increased from 26.43% in 1985 to 38.19% in 1995 and to 48.24% in 1998 (source: Pelizzon and Weber, 2004 , based on information from a Bank of Italy SHIW survey).
A first look at the raw data series seems to anticipate the results that we illustrate in the next section: this graph suggests that there is some kind of relation between the sales of Il Sole 24Ore and the stock market index. The investigation of the existence and the direction of this relationship is the object of the next section where we use natural logarithms of the two series. More precisely, the two variables under consideration in the next section are the logs of Il Sole 24Ore sales (log Sole) and the log stock market index (log index).
ECONOMETRIC METHODOLOGY AND RESULTS

Main findings
Our focus of interest is the relation between the Il Sole 24Ore sales and the stock price index. More precisely, we would like to find out whether a decline in the stock market leads to a reduction in the Il Sole 24Ore sales and, hence in turn, a rise in stock prices leads to increased newspaper sales. Such an effect may not be instantaneous, of course, and in fact may not even be observed within a month, which is our observation frequency. In other words, an increase or downturn in the stock market may only lead to a gradual adjustment in Il Sole 24Ore sales. In this case, if we observe an increase in stock prices, we can predict that in the next months' Il Sole 24Ore sales will rise. In other words, we can improve our predictions of future newspaper sales by taking into account the change in stock prices. This kind of relation was formalized by Granger (1969) . Formally, a time series variable x is called Granger-causal for a variable y if the forecasts of y can be improved by taking into account past and present information in the x series. Suppose the two variables are generated by a vector autoregressive process of order p (VAR( p)), Here d t is a vector of deterministic terms such as a constant and seasonal dummy variables and D is the corresponding coefficient matrix. The a kl,i 's are the coefficients of the VAR process and ½e yt ; e xt 0 is a serially uncorrelated error process with zero mean. Clearly, this is a reduced form model. Since forecasts are based on reduced forms, we can analyze Granger-causality by testing restrictions on the VAR coefficients. For example, x is not Granger-causal for y if a 12,i 5 0 for i 5 1, . . . , p.
In principle, such a hypothesis is easy to test using standard w 2 or F-tests under usual assumptions. In a time series context the properties of these tests depend on the trending properties of the variables, however. In particular, it matters whether the variables have stochastic trends generated by unit roots in the autoregressive operator and whether they are cointegrated and, hence, are driven by a common stochastic trend. Therefore we pursue the following strategy to investigate Granger-causal relations between our variables. Initially we perform unit root tests and a cointegration analysis. This is important in two respects. First, if two variables are cointegrated then they are trending together and hence there is a strong relation between them.
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Indeed, it can be shown that two cointegrated variables must be Granger-causally related at least in one direction. Second, we need to know the trending and cointegration properties to perform Granger-causality tests properly in the next step. For example, if the two variables of interest are cointegrated, the causality tests have to be performed within a model for the levels of the variables, whereas a VAR process in first differences may be used if the variables are not cointegrated and are driven by separate stochastic trends.
We have performed unit root tests for the log Il Sole 24Ore sales and the log stock price index and found support for classifying both variables as integrated of order one [I(1)], suggesting that they have a stochastic trend.
(Detailed results and further information on these and other tests reported in this study are provided in the Supporting Information to this paper, which is available from the homepage of the journal. All computations were done with the software JMulTi, see Lütkepohl and Krätzig, 2004) . Cointegration is explored with Johansen's likelihood ratio trace tests ( Johansen, 1995) . These tests check the number of cointegration relations in a VAR framework and use the full information in all the time series involved. Since only two I(1) variables are considered, the only null hypothesis of interest is no cointegration relation between them. Our tests provide evidence for a cointegration relation between the log Il Sole 24Ore sales and the log stock market index, which is consistent with the cognitive dissonance hypothesis.
Since cointegration is a sufficient condition for Granger-causality, which does not, however, provide information on the direction of causality, we next investigate the causal direction between the variables using Wald tests (F-tests) for Granger-causality. If cointegrated variables are involved, standard Wald tests for Granger-causality are problematic in general (Toda and Phillips, 1993) . In the present situation it can be shown, however, that they have their usual asymptotic w 2 or approximate F-distributions. The log Sole/log index system is one with two I(1) variables and one cointegration relation for which the Wald statistic for Granger-causality has standard properties (see Lütkepohl and Reimers, 1992; Toda and Phillips, 1993) . Test results for two different sample periods based on VAR models with different lag orders and an intercept term as well as seasonal dummy variables as deterministic terms are presented in Table 1 . These test results present a strong case in favor of a Granger-causal relation from the log stock market index to log Sole sales. More precisely, the null hypothesis of no Granger-causality from log index to log Sole (log indexQlog Sole) is clearly rejected at common significance levels.
To check the robustness of our results, we have not only based the tests on the full sample period but we have also deleted the data associated with the last three years of our sample. Deleting the data after the year 2000 eliminates much of the long lasting downward movement in the stock market which some may regard as an unusual period. Moreover, these years also coincide with the advent of internet websites as an alternative source of financial information, which may weaken the relationship between stock market variables and Il Sole 24Ore sales. Therefore we also present the results for the restricted sample in Table 1 . They show even stronger evidence of a Grangercausality relationship between the stock market index and Il Sole 24Ore sales.
We have also performed a number of other robustness checks. In particular, we find no or at best very little evidence of the existence of reverse causality relations between the variables. Moreover, lag augmentation tests à la Dolado and Lütkepohl (1996) confirm our findings. Furthermore, we have considered causality tests for the levels VAR models with a deterministic linear trend term in addition to seasonal dummy variables. Again these results confirm our previous finding of a Granger-causal relation from log index to log Sole. Details are provided in the supporting information to this paper that is available on the GER website.
Our analysis so far presents strong evidence for a relation from the stock index to Il Sole 24Ore sales. To confirm that this relation is in line with the cognitive dissonance hypothesis we still need to establish that increases in the stock index induce increases in the newspaper sales and, in turn, a falling stock market implies a decline in the newspaper sales. Although one may guess from Figure 1 that the relation is a positive one, it is crucial to check this visual impression with statistical tools. Therefore we have performed an impulse response analysis based on the VAR models. To decide on the type of impulse responses we have also tested for what is usually called instantaneous causality in the literature, and may be viewed as a measure for the instantaneous relation between the two variables when all intertemporal relations have been accounted for. For the full sample period we found only weak evidence for instantaneous causality between the variables (we cannot reject the null hypothesis of no instantaneous relation at the 5% level for any of the three lag orders). Hence, using forecast error impulse responses is justified in this case (see Lütkepohl, 2005 , Section 2.3.2). The response of log Sole over a period of 10 months to a percentage increase in the stock index based on the VAR(2) model for the full sample period is depicted in Figure 2 and confirms that the newspaper sales indeed increase when the stock market goes up. The 95% confidence bands around the estimated responses are quite large, as 
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usual in this type of study. Hence, it is difficult to infer by how much the newspaper sales will increase. Still, a significant positive effect is apparent. The same result is obtained for VAR processes with lag orders 5 and 6. Thereby we have confirmed a positive relation from the stock market performance to the sales of Il Sole 24Ore, which is fully in line with the cognitive dissonance hypothesis.
As usual in empirical studies, the fact that a particular hypothesis is supported by the data does not necessarily mean that alternative hypotheses are rejected. Therefore we will now turn to alternative explanations of the relation between the stock market and the newspaper sales and check whether they are also supported by the data.
Some alternative explanations
An alternative motivation for searching information on financial markets follows a more 'standard' explanation, according to which investors may buy financial newspapers in order to improve their trading in the market. According to this view, one should expect to find that the financial newspaper sales increase with the volumes traded in the market. Therefore we have investigated the direction of Granger-causality between the stockmarket volume and Il Sole 24Ore sales. variables which turn out not to be cointegrated. Hence, we have based our tests for Granger-causality on a stationary VAR in first differences. The test results show no evidence for a Granger-causal relation from the stock market volume to Il Sole 24Ore sales, i.e., the null hypothesis of no Granger-causality cannot be rejected at usual significance levels. As mentioned in the introduction, some neoclassical models predict that the greater the magnitude of the noise in the stock market index, the higher the incentive to acquire information. However, we have found no evidence of a causal relation between stock market volatility and newspaper sales. In order to explore this relationship, we have performed Granger-causality tests for a series of squared, mean-adjusted stock index returns and log Sole. More precisely, the new variable is r 2 t ¼ ðDlog index t ÀmÞ 2 , where D signifies first differences andm ¼ T À1 P T t¼1 Dlog index t is the mean of the stock returns. The series r 2 t may be viewed as a measure of market volatility. The series does not have a unit root and we have performed Granger-causality tests between r 2 t and log Sole as well as the changes in log Sole. These tests do not provide any evidence for a causal relation from market volatility to the newspaper sales. Therefore our analysis does not lend support to these two particular 'rational' explanations of information acquisition in financial markets.
One could argue that our finding of a relationship between the stockmarket index and the financial newspaper sales may be due to an omitted factor rather than to the cognitive dissonance explanation. For example, one could think that when the stock market goes up, people feel richer and increase their consumption, including the purchase of any type of newspaper. If this is the case, we should therefore find a relationship between the stockmarket index and the sales of non-financial newspapers. We therefore performed a cointegration and causality analysis between the stock price index and the sales of Italian sports newspapers (which are probably the class of newspapers more distant from the financial ones). More precisely, we have used a series of aggregated sales of the three Italian sports newspapers that are available in our dataset (Corriere dello Sport, Gazzetta dello Sport, Tuttosport) for the period 1987 to 2003 because there are data problems for the sports newspaper sales before 1987. We did not find evidence of cointegration between this variable and the stock index, nor evidence of a Granger-causal relation between them. This supports the idea that there is no spurious correlation between the newspaper sales and the stock market index, which somewhat lends more support to the behavioral explanation.
Another variable that might be used to check whether the relation of interest is spurious is an index of economic activity. Therefore we have investigated the relation between Italian industrial production (used as a proxy for economic activity) and Il Sole 24Ore sales. The two series are not cointegrated nor is there a trace of a causal relation between them.
Of course, in a period of increasing share prices, investors who are already in the market experience an increase in the percentage of stocks in their portfolio. Therefore it might be rational for them to acquire more information about the stock market. This might suggest an alternative relationship between share prices and sales of financial newspapers. While we cannot exclude that such a mechanism might also be behind our empirical findings, on the basis of the available data it would be impossible to distinguish this hypothesis from the cognitive dissonance one that F as we have seen F is consistent with our empirical findings.
Information to this paper. We have also checked impulse responses for the UK variables, which confirmed that the relation is indeed positive so that FT sales increase when the stock market goes up. Overall, the results for the UK market are fully in line with those for the Italian market and with the cognitive dissonance hypothesis.
CONCLUSIONS
In this paper we have tested a prediction about (non-professional) agents' attitude toward information acquisition according to which individuals may display a 'cognitively dissonant' behavior by refusing to acquire available information which might contrast with their maintained beliefs.
We analyze this issue by looking at the relationship between the stock market and the demand for financial information in Italy. If agents' behavior is driven by psychological considerations, we should expect them to purchase the newspaper (and therefore to acquire information) when the stock market performs well (because they are more likely to find that their shares are doing well) and not to purchase it when the stock market is in a negative phase. Therefore according to this hypothesis we should find that an increase in the stock market price increases the sales of the financial newspaper.
A cointegration analysis on the series of the Italian stock exchange price index and of the Italian main financial newspaper's circulation shows that the two series are indeed cointegrated. The Granger-causality relation between the two variables has the expected direction: we find evidence of a causality relation that goes from the stock market index to the sales of the newspaper. Moreover, an impulse response analysis confirms that the relation is a positive one, that is, a rising stock market leads to increases in newspaper sales, which is consistent with the cognitive dissonance hypothesis. Similar results are also obtained for the relationship between UK share prices and sales of the FT.
According to 'standard' economic theory, agents should be eager to search for (relevant) information in order to improve their decision-making. If agents behave according to standard economic theory, they should acquire information on the financial market for transactional reasons (for instance, with a view to reoptimize their portfolio allocation). However, we do not find evidence of a cointegration relation between the volumes of transaction on the stock market and the demand for information (that we measure in terms of sales of the main Italian financial newspaper), nor evidence of a Grangercausal relation.
We also test another prediction of the rational model according to which the demand for financial information increases with stock price noise, but we do not find support for this hypothesis. Therefore our analysis does not lend support to these two rational explanations of information acquisition in financial markets. 
